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PR

arketing and PR are key
elements of any business plan
but traditionally the costs of

hiring an agency have kept “start-ups”
and small business operators out of the
game. The good news is that now those
with a shoe-string budget for marketing
and promotions can play.

A free plug on the radio or a good
write up in the paper can be invaluable.
But hiring a PR agency to promote
you may not always be practical or
affordable.

WHAT IS PR?

Public relations is the art of generating
free publicity for your business. Until
recently, it's been a role carried out by
experienced media professionals or PR
agencies who have got media exposure
through timely campaigns, events and
stunts for clients with a substantial
budget.

However, with the advent new online
DIY publicity services there are now
limitless opportunities. The business
value of good publicity is priceless and
anyone with a small budget for marketing
can doiit.

PR can be incredibly valuable when
growing your business. Whether you're
targeting consumers, businesses or
looking for investors, having your news
appear in the media helps to build your
brand and credibility.

There's nothing more powerful than
word of mouth, and media coverage can
help kick-start that.

When you do the sums, comparing the
costs of advertising and PR, particularly
for start-ups, it's a no-brainer. Because,
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unlike advertising, which is paying to
be promoted, PR aims to generate free
editorial publicity.
But there are some downsides.
There is no guarantee that you will
get media coverage — you have to win
the journalist’s interest, based on the
merit of your story. You also don't have
any control over what is written and you
rarely get to approve any content before
it’s made public.

INCREASE YOUR CHANCES
For those who want to do their own
PR, success comes down to having

a good story, having the right tools,
understanding the media and how to
reach them - it’s about picking out
what's newsworthy in your business, and
promoting that. Generally, if what you’re
doing is new, unique, an Australian first,
timely, controversial or quirky you have
a good chance of gaining some media
interest in your story.

According to DIY publicist and founder
of Australia’s largest online babysitter
directory, Defia Timms, PR was crucial to
establishing findababysitter.com.au, and
then selling it to Fairfax Digital.

“For an online business, that
introduces parents to babysitters and
nannies, credibility is paramount and
our PR efforts helped to achieve that,”
Timms said.

“In the early days | had the time, the
motivation and some basic skills to do
some of my own PR. | was lucky that the
‘childcare shortage’ was a hot topic in
the media and so | gained some good
coverage based on this.”

What sets good PR apart?
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According to Timms, the first step is to
have a genuine interest in your business
area and be involved in that industry.

“| was really passionate about the
childcare topic and was personally in the
thick of it with two kids under two. It also
helps to provide an exceptionally good
product or service. Your customers will
love it and talk about it — sometimes on
™

“Then the next step is to gain some
quality advice whether that is from
websites, professionals and books, write
up a plan, implement it and monitor it”.

Timms says she still remembers the
impact of a good news story.

“A customer asked if she could
mention our website in her interview on
Channel 9's Mornings with Kerri-Anne.
Our URL appeared on the TV screen
and within minutes, we had thousands
of visitors and the site crashed due to
unexpected traffic! We didn’t convert
many customers that day, but we know
that piece of coverage spread the
word. We also put the segment on our
‘media’ page online, so it was brilliant for
credibility, t00.”

Timms warned that you may make
mistakes along the way.
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THREE STEPS TO SUCCESSFULLY DOING YOUR OWN PR
Step 1) Make

sure your story is newsworthy
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Step 2) Have a well written press release
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Does PR replace advertising or other
marketing initiatives?

The textbook answer to this DOING IT YOURSELF - PROS AND CONS

question would be no. The more often
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complemented other efforts that focused
on sales.

“PR alone didn't necessarily drive and
convert customers. But it did increase
brand awareness, build our credibility
and spread the word,” she said.

“We used a mix of strategies,
including PR and paid ads in print and
online. Both were important for building
the business. Word-of-mouth referrals
were really powerful and | believe some
of this was a result of PR." W
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